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Abstract 
This paper presents specific features that enabled certain companies from the Timis County, Romania to grow rapidly during and 
after the economic crisis. We are convinced that the fast-growing companies have specific features which differentiate them from 
other companies, which is why they should be studied. We consider the fast-growing companies important for the development of the 
region, as they create job opportunities. The partial results of this ongoing study indicate several specific aspects common to the 
analyzed companies, such as a powerful vision on the company’s future, an early-identified need or opportunity, the delivery of 
products or services tailored to the customer needs. The 3 lines of business analyzed are transportation and storage, construction 
works, IT and communication. The content analysis was used in order to analyze the data collected and formulate the findings. 
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1. Introduction 
The reason certain companies succeed to grow fast while others do not or do not even grow at all is a topic of interest 
for scholars, but also for those entrepreneurs or managers who want to have an advantage over their competitors in 
terms of size of the company or turnover at the end of the financial year, if we are to refer strictly at the fast-growing 
indicators. The fast growth of a company is interesting from a different perspective as well. On the one hand, it is an 
entrepreneurial challenge – to actively seek opportunities for fast growth, and, on the other hand, it is a managerial 
challenge – to effectively use previously-identified rapid growth opportunities. The knowledge of the practices that 
favoured the rapid growth may be useful for those interested to turn their businesses into fast-growing companies. 
The company’s growth during a crisis is a major concern for SMEs managers. The issue is more complex if we 
discuss the management of a fast-growing company during and post-crisis. Entrepreneurs and managers are forced, 
under such circumstances, to face and overcome major difficulties and find a way to sustain the rapid growth. Several 
papers refer to barriers, considered by Brüderl and Preisendörfer (2000) to be external constraints that could hinder 
growth.  
This paper presents the first notes on several case studies, namely Romanian fast-growing companies from the Timis 
County. The study aims to identify the specific and common features of fast-growing companies with various activities. 
 
 
* Corresponding author. Tel.:+40256592550; fax: 0040256592500. 
E-mail address: mariaalb@yahoo.com 
 2016 The Authors. Published by Elsevier Ltd. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of SIM 2015 / 13th International Symposium in Management
50   Nicolae A. Bibu et al. /  Procedia - Social and Behavioral Sciences  221 ( 2016 )  49 – 56 
For this purpose, the authors considered four factors referred in the scholarly literature and analyzed them in several 
Romanian companies. The four factors are the growth vision, the identified opportunities or needs, the supplied 
products or services and the concluded partnerships or the inter-organisational relations. 
The objectives of this study are: 
x To establish what is the focus of Romanian fast-growing companies, what are their visions, how they identify their 
growth needs and opportunities, what are their supplied products or services and what partnerships they conclude. 
x To identify common features in fast-growing companies; 
x To identify specific features in fast-growing companies; 
x To share the findings of the study of Romanian fast-growing companies. 
 Our main goal is the understanding of the way in which companies grow rapidly in the Romanian business 
environment. The identification of the Romanian companies to be studied and the related interviews require additional 
time resources and office work. The results of this study will be further completed and used in drafting a model of rapid 
growth in the Romanian companies. 
2. Theoretical Background 
2.1. The definition of the fast-growing company  
 Several authors indicate that there is still lack of consensus on a specific definition of the fast-growing companies. 
(Coad et al., 2014). Delmar, Davidsson and Gartner (2003) have also highlighted that there are variations in the 
scholarly literature among the business’s growth measuring ways, which makes difficult to draw a comparison on 
several studies, since the growth indicators and formulas are different. 
The selection of a segment from a population of companies that reach the highest growth over a certain period of 
time, such as, 1%, 5% companies reaching the highest growth rate. Or, the selection of those companies that reach or 
exceed a certain rate, during a start or end period, or an annual growth in a certain period of time, are several modes to 
define fast-growing companies presented in the scholarly literature and synthetized by Coad et al. (2014). However, 
these selection criteria for the rapid growth companies have their limitations, for example the authors are prevented to 
compare rapid growth companies from different period of times or different countries. (Coad et al., 2014). 
A definition used by many scholars in their articles on high-growth European companies which was also considered 
by us is the Eurostat-OECD (2007, pg. 61) definition: All enterprises with average annualised growth greater than 20% 
per annum, over a three year period should be considered as high-growth enterprises. Growth can be measured by the 
number of employees or by turnover. (...) A provisional size threshold has been suggested as at least 10 employees at 
the beginning of the growth period. 
2.2. Characteristic features of the fast-growing companies revealed in the scholarly literature 
Brush, Ceru and Blackburn (2009) have noticed that most studies on high-growth businesses are rather descriptive 
and examine a limited number of their features. Later, Mason and Brown (2010) have shown that the level from which 
fast-growing companies have common features is still uncertain. Coad et al. (2014) have also underlined the insufficient 
knowledge of the internal characteristics of the high-growth businesses. 
Finding the relevant factors for the rapid growth let us understand facts about fast-growing businesses and what was 
crucial in their growth. Several studies present relevant features and factors related to fast-growing companies active in 
various social and economic environments. 
 
The vision 
A vision on the company’s evolution is an essential condition but, as specified by other scholars as well, not a 
sufficient one in order to reach a high growth rate. The vision is most likely supported by the ambition and desire to 
grow. The company founder’s ambition or intention to grow its business could favour a high growth, as mentioned by 
Brüderl and Preisendörfer (2000), who have also underlined that an intense aspiration for growth is, still, not sufficient 
in order to grow fast. 
Nicholls-Nixon (2005) have emphasized that the leaders are those responsible for creating a vision. Krogh and 
Cusumano (2001) present the vision as a foundation for the growth, at least up to the point that the circumstances 
change significantly. Skrt and Antoncic (2004) on Ireland (2001), have presented that ambitious entrepreneurs leading 
the company to growth create a powerful vision on the value they can add. The strategic vision lies the foundation for 
the strategic planning and development. Skrt and Antoncic (2004) have concluded that the formulation of the vision (the 
future orientation of the company) could be more important for the company’s growth than the formulation of the 
mission (the present orientation of the company). 
Mason and Brown (2010) have revealed that fast-growing companies have management teams with a clear vision on 
the business’s future and, most certainly, a motivation to make the company grow. Barringer et al. (2005) have 
considered that the vision and the mission statement render certain information on the intentions of the entrepreneur-
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manager. Tan and Smyrnios (2009) have noticed that the fast-growing companies aim to be the best in their line of 
business and establish own standards in achieving their strategic goals. 
In rapid growth companies, the company’s vision and goals are shared with the employees. Upton, Teal, and Felan 
(2001) have highlighted that in fast-growing family run businesses, the management shares with the employees the 
company’s plans and achievements, respectively the goals or future performance and the expected results. 
 
The need/The opportunity 
The opportunity is another important rapid growth related aspect mentioned by many scholars in their studies. In our 
opinion, the opportunity and the vision are interrelated, because one has to see that particular “WHAT” before creating 
or finding a vision and one needs a vision on that strategic “HOW” to use the opportunity properly. The opportunity is 
not necessarily something that every game player could easily see. The growth opportunity implies both intuition and 
inspiration, oriented towards creating the means to enable the expected profit, especially when there is a vision on the 
business game premises. 
Scholarly articles show that, as far as the rapid growth opportunity is concerned, the need, the market and the 
product/service are important. The opportunities have to be used and in order to do so, they have to be seen first. For 
instance, Mazzarol et al. (2009) on Smallbone et al. (1995) have presented that the future growth rate of small 
companies is often decided by the entrepreneur-manager’s commitment for growth and the need to develop new 
product-market combinations in order to explore the opportunities. Then, the next opportunities should be planned in a 
way or another, because otherwise how could the company management be sure that the growth rate could be 
maintained? Mazzarol et al. (2009) have argued that the manager-entrepreneurs making above average sales run 
companies that have an effective business generating system and are aware of the importance of selling products or 
services tested on existing markets, while exploring other market opportunities. These manager-entrepreneurs have a 
clear vision on their business and are capable of scanning the business environment in a systematic manner so that they 
are able to assess the customer needs, subsequently to please them and develop a market. In the author’s opinion, such 
managers will not seek competition in price sensitive markets but will seek for niches with premium products and 
services. 
Other scholars have argued that the high growth generates opportunities. For instance, Coad et al. (2014) consider 
that the rapid growth phenomena are associated with periods of intensive changes. These could be interesting times, as 
the authors present, because they can provide opportunities for moving forward, but they can also be times of high 
stress and uncertainty. 
 
The products/The services 
Barringer et al. (1998) have emphasized that the scholarly literature presents a number of opinions related to the way 
the fast-growing companies value the quality of the products/services, namely that such companies tend to provide high 
quality products/services. 
Upton et al. (2001) have shown that family run fast-growing businesses implemented strategies based on high quality 
products and not based on the lowest price or other kind of strategies. There are evidences in the scholarly articles 
indicating that the fast-growing companies apply the first-mover or the second-mover strategy when they bring a new 
product on the market. 
Tan and Smyrnios (2009) have presented the dilemma of the young high-growth firms which can hardly afford to 
offer lower prices, and alternatively focus to deliver quality and meet the customer needs. The authors have shown that 
young companies rely on innovation to develop this concept – become number one in their line of business. 
Consequently, we will often find fast-growing companies to be oriented towards innovative approaches. Taking into 
account that the fast-growing firms are focused on providing quality products and services, the customer relations shall 
gain in importance. 
 
The partenerships /The participation in inter-organizational relations 
Barringer et. al. (1997, 1998) have presented that fast-growing companies are meant to cover uncovered demands 
and one of their planning direction is to focus on strategic alliances. The OECD study (2012) has presented that among 
the relevant practices or factors supporting the rapid growth are the large partnerships. 
Barringer et al. (2005) have highlighted that scholarly literature indicates that the companies participating in joint-
ventures, alliances or networks can speed up their growth by accessing resources available through their partnerships, 
which includes making use of the managing skills and intellectual capacity of their partners. So, fast-growing 
companies often engage in strategic partnerships and alliances to achieve their goals and enhance their management 
capabilities. (Barringer et al. 1998).  
In a recent study, Mohr, Garnsey și Theyel (2014) have explored the role of alliances in the early development stage 
of the fast-growing companies. The authors have concluded that the international alliances and ventures could predict 
the rapid growth. Also, the provision of the venture capital is not positively linked to the company’s high growth, but, 
nevertheless, the venture capital feeds the alliances which, in turn, favour the growth. 
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3. Research Methodology 
The definition considered by this study is based on the two conditions to be achieved by fast-growing companies, 
namely an annual turnover growth rate of at least 20% over minimum 3 years in a row and minimum 10 employees at 
the start of the growth period. We want to mention that the selection methodology is still in progress. The data we 
present in this paper are a preliminary version. 
In order to be able to draw our conclusions on the rapid growth companies in the Timis county, we tried to establish, 
considering the aforementioned criteria (turnover rate and employees), how many of the active local business entities 
complied with the requisites of the OECD definition during the period 2008-2013. We created a database of 153 
companies after we applied the turnover criterion. Subsequently to applying the number of employees criterion, the 
number of companies dropped to 27 high growth businesses. Another 6 companies were close, but missed to fulfil the 
rapid growth criterion, since their number of employees was less than 10 in the first year of the reporting period, but it 
reached and even exceeded this threshold for the following 3 years.  
Having excluded from the group the franchises, the subsidiaries of multinational or global companies or gambling 
based businesses, for example, would have diminished even more the number of rapid growth companies to be studied. 
In order to make such a fine selection, more extensive investigation work is needed. 
In the 27+6 group of companies, the authors have identified fast-growing firms in the same line of business or in 
different fields, young companies, but also companies with a longer experience on the market. 14 companies were 
established during 1990 - 1999; other 14 companies during 2000 – 2005 and 5 companies were registered during 2006 – 
2009.  
Taking into account the last year of the rapid growth (2013), the 27+6 companies are classified, according their line 
of business, into: Transportation and storage – 3 companies¸ IT and communication – 6 companies, Industry – 6 
companies, Hotels and restaurants – 1 company (during 2008-2012 it was registered under “other services”), Water 
supply; sanitation, waste management, decontamination – 1 company, Constructions – 3 companies, Wholesale and 
retail; cars and motorbikes repair – 6 companies; agriculture, forestry and fishery – 5 companies, Enterntainment and 
culture – 1 company, Business support and administration – 1 company.  
As a start, we focused on the factors referred in the scholary articles on fast-growing companies and we tried to 
establish for which Romanian companies did the scholars’ findings apply and in which manner. This is the first step in 
understanding the role played by the management in achieving a rapid growth in the Romanian business environment. 
The period considered was 2008-2013, which is relevant to the rapid growth management during crisis and post-crisis. 
The research methodology implied to collect data from the selected companies’ webpages and analyze these data. 
Before drawing the conclusions with regard to the rapid growth management during and post-crisis, we analyzed the 
content of the information collected from several companies in the Timis County. The analysis was made considering 
the 4 factors mentioned in this paper and their specific influence on the studied companies. 
The companies selected for the content analysis were those who provided access to the relevant information. 
Complete information related to the referred factors of interest was available for seven companies so far. When 
sufficient information was collected, the authors proceeded to perform the content analysis. The authors feel necessary 
to specify that this research is still in progress, interviews at fast-growing businesses being held in the meantime.  
4. Results  
The results presented in this paper are based on the content analysis for 7 fast-growing companies analyzed so far. 
The study verified several preliminary factors that proved to be relevant with respect to the rapid growth in the 
Romanian business environment. The results of this study support the findings of other scholars. The specific and 
common features identified in this study are summarized in Table 1.  
 
Table 1. Specific and common features for fast-growing companies 
Analyzed factors/variables Findings of the analysis 
Company’s vision/mission 
 Creates a clear image of what the company should become; 
 Integrates a powerful wish for the company’s 
growth/development; 
 It’s the first indication on how committed is the company to 
growth; 
 Includes phrases such as “growth”, “international”; 
 It is declared (on the company’s webpage, for example); 
 Indicates taking commitments to business; aiming for things 
well done / high performance. 
Identification  
of a need/opportunity 
 The company is among the first to offer a certain 
product/service; 
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 The business develops as the demand for a product/service 
increases; 
 Foresees the changes in the market demands or sense the 
occurence of favourable changes; 
 Early understanding of an upcoming demand; 
 Knowledge of the competition’s / other products’/ services’ 
weaknesses; 
 Acts fast to make use of the identified opportunities. 
Products/services tailored  
to the customers’ needs 
 Develops a culture oriented towards customer needs; 
 Creates a business model that allows flexibility; 
 Finds practical means through which the company can be 
better prepared to satisfy the customer needs; 
 Renewal of the technical capacity to meet changing customer 
demands; 
 Provides training to the employees to seek and identify the 
proper solutions for the customers’ requests; 
 Uses customers’ feedback to develop a competitive business. 
 
This paper presents several of the most relevant aspects encountered in the studied fast-growing businesses and some 
typical examples of such Romanian companies. A synthesis of the most relevant aspects with regard to the goals of this 
study, in 3 fast-growing companies, is given herein. The presented case studies refer to companies from different lines 
of business. Until we complete the interviews, we will refer to each of the three companies under the name of company 
A, company B and company C. 
The turnover growth rates recorded in the fast growth period are given in Table 2. Table 3 presents the number of 
employees from the fast growth period. 
 
Table 2: Annual turnover growth rate in the studied companies (%) 
Year 
Company 
2010/2009 2011/2010 2012/2010 2013/2012 
Company A 23.33 40.78 81.10 24.08 
Company B  21.39 26.72 39.53 33.53 
Company C 32.05 25.97 28.34 24.47 
Source: Authors’ own processed information based on the data collected from www.mfinante.ro. 
 
Table 3: Number of employees in the studied companies 
Year 
Company 
2008 2009 2010 2011 2012 2013 
Company A 17 18 19 24 37 47 
Company B  15 15 14 17 17 17 
Company C 9 15 21 26 26 30 
Source: www.mfinante.ro. 
 
Line of business: Transportation and storage 
Many companies involved in the road transportation of goods have grown fast, as shown by the turnover growth rate 
(18/153, out of which 2/18 switched to the activity related to transportation of goods during their growth). The fact that 
several companies had an annual turnover growth rate over 20% for at least 3 years in a row, after the crisis period of 
2008 – 2009, is a strong indication that they made use of certain opportunities at the right time. 
We selected for our analysis a fast-growing company that had minimum 10 employees from the start of the growth 
period. 
The Company A provides transportation of goods in Europe and is an experienced consultant providing logistics and 
freight transport support to its customers. The firm is flexible with regard to the type of goods to be carried, the volume, 
the place of load and the destination, addressing customers from industries such as wood and paper, food, consumer 
goods, valuables or industrial goods. It has its own haulage fleet for freight transport. The company also takes small-
sized orders, providing part loads distribution services.  
The vision and mission statements from the company’s website render a clear message about the orientation of the 
company towards satisfying customer needs, its flexibility and its tailored services approach. This vision encourages the 
employees to be proactive and seek solutions for each and any customer demands. 
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The mission statement sets up the benchmarking for the company’s goals: We want to become a remarkable 
company in the field of international transportation of goods, with an excellent reputation on the market (authors’ 
translation based on information collected). The phrase “international” means the company’s management aims for 
growth or development, and positioning on foreign markets as well. The line of business itself leads to a vision oriented 
towards domestic and foreign markets, which the management actually has assumed. The phrase “remarkable” 
announces the commitment to quality services and high performance. 
 
Line of business: Construction works 
Water and sanitation, heating and air-conditioning installation works are business activities in which several studied 
companies recorded high turnover growth rates (4/153, out of which 1/4 switched to the water and sanitation, heating 
and air-conditioning installation works activities during their growth). 
We selected only one company for our analysis, because only one out of four had the necessary number of 
employees. 
Company B was established in 1994, when the entrepreneur-manager has sensed the opportunity brought by the 
liberalization of the market in this specific line of business and the growing demand on the market, considering the 
booming of the construction industry for both private and business customers occurred after 1989. The company 
focused on gaining key competencies in this technical domain and built a team of well trained professionals to provide 
the services required by such works. 
The range of products and services is quite wide, including gas supply installations for houses and industrial 
buildings, such as natural gas and LPG distribution systems, heating installations, water and sanitation works, fire 
prevention and extinguish systems. The firm has the required permits and licenses and the employees are engineers, 
plumbers and welders, all well trained in their specific field of activity. 
The company’s management identified several opportunities for liasons, concluding strong business partnerships 
with suppliers from its domain. In turn, these provided additional insurance that the proper solutions are supplied to the 
customers, cost effectively and as per their demand. 
 
Line of business: IT and communication 
9 companies out of the 153 analyzed provide customer oriented sofware development services, and one of them 
changed its line of business during growth. Most of them are either multinational companies or have less employees 
than specified by the OECD definition. We selected one company for our analysis that had the necessary number of 
employees from the begining of the growth period. 
 Company C was established in 2002 in Timișoara. The company grew rapidly during 2009-2013. In the beginning, 
the firm used to provide software solutions support and consultancy, but the management has shown that what they 
really wanted was to develop and market their own solutions. By providing consultancy, the firm ensured itself financial 
stability. The profit was used as a resource to develop other software solutions. The management considered they had 
an advantage vs their competitors in that they focused on the way the brain works while developing software 
applications. 
The vision that supported the creation and development of one of the most important company’s products was that 
they focused on the way people think when they work together to develop new ideas and projects. At the beginning of 
2006 they started developing a new product, launched in 2007. Because this was a success, the team’s enthusiasm was 
so high that they consistently improved the product in the following period (2010-2011). Since 2007, the software 
application was updated almost on a monthly basis. That particular product was considered a pilot product of the 
company and an inspiration for new ideas and projects. The product was developed just before the rapid growth and its 
further development (2007-1011) overlaps the first two years of high growth, starting with 2009. 
5. Discussions  
We found that in the Romanian companies analyzed in this study the vision on the business’s development was 
essential for its high growth. As revealed by other scholarly articles, the vision is a prerequisite for the rapid growth but 
it does not guarantee it. The business growth process was triggered by the leader’s vision. In our interpretation, the 
growth in the studied cases was fueled by the strategic thinking of the respective leaders. We think the vision emerged 
from a strong will to grow bigger, to evolve, to address the customer increasing demands properly, promptly and 
efficiently or from the wish to become one of the really important names in a certain line of business. 
When there is a clear vision on something, it is more likely to identify the right steps (what should be done?) to make 
it happen, but also to identify the convenient ways to make it happen (how to do what should be done?). The business 
growth vision differs, depending on the leader, the field, the company’s position on the market, and, certainly, on the 
business environment. A common feature of the analyzed case studies is that all companies established ambitious goals 
and managed to find the necessary resources in order to maintain a high-growth rate. 
The clear vision on where the companies had to evolve allowed their leaders to foresee the possibilities and act in an 
efficient manner to enable their rapid growth. A clear vision is a result of a strategic thinking which takes into account 
the evolution of the external environment and the internal capacity of the company to cope with it. 
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In the analyzed cases we found that the description of the company’s main activities and interests is made with 
enthusiasm, and so are described the efforts put into development and the company’s goals, as well. Sharing this 
information in such form, even in a more organized manner, on the company’s website, for example, is a strong 
indication of a commitment for rapid growth. It is a commitmment towards the customers who have certain 
expectations, in the first place, but, it is also an internal commitment – to ensure the conditions for the delivery of the 
envisaged products and services. 
Another issue identified in our analysis was the identification of a need or a business growth opportunity. The 
managers of the studied companies proved to have a good intuition, which allowed them to foresee further market 
developments. Their entrepreneurial intuition and strategic thinking enabled them to make use quickly of the 
opportunities that had been not noticed or only partly used in the beginning. 
The need to identify a demand or an opportunity may occur repeatedly, as mentioned in the literature. There are 
many entrepreneurs able to identify business opportunities, but not all of them can also build the right structure and 
make it work to quickly take the best out of the opportunities. In our opinion, the latter requires management 
capabilities able to support rapid growth. By acting quickly we actually understand an effective harmonization between 
the management and the company functions, aimed to the rapid growth. 
The case studies presented in this paper are typical examples of the company’s growth occurred as the demand for 
the delivered products or services also grows. The early market positioning was a sort of competitive advantage that 
enabled the rapid growth. A question is raised, whether this advantage correlated with experience and an advanced sales 
system could be turned into a long-lasting competitive advantage, which could mean for us the extension of the high-
growth period. However, in order to answer this question, a thorough study is needed, focused on companies with high-
growth rates for more than 5-6 years. 
Another feature noticed in the analyzed cases is the delivery of products or services tailored to the customer needs, as 
much as possible. For the studied companies this required to ensure an internal infrastructure to correlate the capacities 
and capabilities of the company with the customers’ expectations. New vehicles, equipment or facilities were purchased 
and implemented in order to develop own products and market them as a certain brand. All these facts indicate that the 
proper support was given inside the company for the delivery of the products and services at the assumed standards so 
that the company grew rapidly. In this view, the rapid growth may be regarded as a result of adapting the business 
capabilities to offer products or services tailored to the customer needs. 
The customer feedback was used to continuously adapt. The flexibility is a common feature of the studied cases. 
Highly flexible companies from this analysis reached a higher number of customers. The flexibility depdends on the 
human resources availability to adjust and adapt. In the analyzed cases, the employees were trained and encouraged to 
be customer oriented. In our opinion this encourages involvement and innovation which we consider essential for a 
successful rapid growth. 
Another aspect considered in our study was the closing of partnerships. A partnership lasts if both parties can benefit 
from it. One of the studied companies was able to develop the best solutions for its customers in terms of cost and 
quality because it concluded partnerships with the main suppliers from its line of business, construction and installation 
works. The benefic partnership could have favoured the rapid growth, but this aspect requires a more detailed analysis, 
to verify if the growth and the partnership occurred in the same period of time, if this trigerred the growth or it appeared 
at a later moment. 
The results of this study of Romanian companies are similar with the findings of other scholars, presented in the 
literature. 
6. Conclusions 
This study contributed to a better understanding of the Romanian fast-growing companies. It provided a more 
detailed picture on how do the companies succeed to grow fast in the Romanian business environment, by focusing on 
the following issues: (1) to know the vision and consistently engage in its achievement; (2) to identify needs, 
respectively opportunities, on a timely basis, or to reassess continuosly the growth possibilities; (3) delivery of 
products/services tailored to the customer needs, by adjusting the internal capacities to the new demands. The study 
must be carried on in order to establish other relevant details for the rapid business growth phenomenon.  
In our opinion, these partial results of the study indicate the presence of a mixture of acts and decisions that can 
combine together in rapid growth mechanism. The company’s high growth coincides with an opportunity identified at a 
certain moment and made best of, based on the internal business capacities and capabilities. The information presented 
in this paper will be revised and updated with new information subsequently to analyzing more companies with other 
activities. We believe that, based on these findings, we will be able to develop a rapid growth model for Romanian 
companies. 
The limitations of this paper are related to the lack of financial data before 2008, a period of time in which some 
companies could have grown fast. Had we known such data, we could have had a different perspective on the 
management of the fast-growing companies before, during and post-crisis. Another limitation consists in the fact that 
we presented preliminary results, helping us to better understand the Romanian fast-growing companies and prepare the 
strategy for the identification and validation of the specific factors favouring the high growth in the Romanian business 
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environment. The study must be carried on in order to identify the specificity of the management of the Romanian fast-
growing companies and other growth components, as well. 
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